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ABSTRACT 

THE IMPACT OF SOCIAL MEDIA AS PROMOTION TOOL TOWARDS 

INTENTION TO VISIT: CASE OF BATU, MALANG, INDONESIA 

 

By 

 

Amir Hidayat, 

 Robert La Are, S.ST, M.Par. 
 

SWISS GERMAN UNIVERSITY 
 

 

This research aims to investigate the impact of social media as promotion tool toward 

intention to visit, case of Batu, Malang, Indonesia. Social media is online content 

created by internet users themselves, and in this research, it is the independent 

variable, and intention to visit, or intention which means the motivation of a person in 

the sense of his or her effort to accomplish their cause, it stands as the dependent 

variable. The method in this research using quantitative research methods. This 

research is using simple linear regression model. Sampling technique using a 

purposive sampling. Data collected through the questionnaires is 110 respondents with 

15 items of statement.  

 

Data processing techniques using validity and reliability analysis, classical assumption 

test, and hypothesis test. The result shows that social media affect 56.9 %, proven by 

adjusted R-square. Based on the result of this research, the author suggests Batu, 

Malang, Indonesia tourism board and other destination promotion board to consider 

using social media in matter of promotional matter, since it is directly affecting 

intention to visit. This can be done by creating official social media account to engage 

with potential customer by being responsive and informative. 

 

Keywords: Social media, Promotion, Intention to visit, Batu, Malang, Indonesia 
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